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The objectives of this research were to study : 1) the level of consumers’
eco-friendliness 2) the relationships between the level of consumers’ eco-friendliness and
attitudes towards product’s environmental responsibility, product owners’ environmental
responsibility and green advertising issues 3) the relationships between the level of consumers’
eco-friendiiness and environmental conservation behavior. Self-administered questionnaires
were used to collect data from 432 consumers, 18-45 years old and living in Bangkok.

The results were as follows :

1. The level of consumers’ eco-friendliness were segmented into 5 groups:

1) Selfless 2) Farsighted 3) Love oneself 4) Rely on others and 5) Wait for hope.

2. The level of consumers’ eco-friendliness had significantly negative correlation with
attitude towards product’s environmental responsibility of all product categories, except
Automobile, Vehicle accessories and Household cleaning.

3. The level of consumers’ eco-friendliness of all groups had significantly positive
correlation with attitudes product owners’ environmental responsibility , except the Love oneself
group.

4. The level of consumers’ eco-friendliness of all groups had significantly positive
correlation with attitudes towards green advertising issues.

5. The level of consumers' eco-friendliness of all groups had significantly positive

correlation with consumers’ environmental conservation behavior.





